The emergence of environmental problems and the increased awareness towards green purchase behaviour have received many responses by the stakeholders' worldwide like from the government bodies, researchers, businesses, consumers and so on. Government's bodies, for example, have responded by developing and introducing their own environmentally-linked policies to be implemented in their countries, which are intended to conserve and preserve the environment. Researchers, on the other hand, are continuously conducting extensive studies and publishing their findings on the issues to inform the public, while businesses that promote the selling of green products (or environmentally friendly products) in the marketplace have been increasing in number. Segments of green consumers have been observed to emerge and grow in size worldwide including Malaysia. This may be due to the increased number of green products introduced to consumers in the marketplace. Moreover, scholars from Malaysia also argued that, this trend is experiencing tremendous growth. Although there are responses from these stakeholders, especially consumers, who have had a positive impact on the environment, the trend of the green purchase behaviour by Malaysian consumers remains unobserved. Therefore, the authors aim to answer the questions concerning whether a trend can be observed in the green purchase behaviour of Malaysian consumers. The ability to observe the green purchase behaviour trend is useful, particularly for marketers and businesses that are selling or intending to sell green products within the country.
Introduction

The Conceptualisation of Green Product
Nowadays, to be labelled 'green' has become an important positioning strategy for many businesses as the ability to gain such status somehow help them to be perceived as the 'good guys' or 'knights in shining armour' for the environment. Thus, being green has turned out to be the trend among businesses by offering their own brand of green products-or what they refer to as the environmentally friendly products. Through Google search engine, a search on 1 February 2013 for the term "Green Products" alone found more than 1.5 million potential sites that provide viewers with various definitions and descriptions of green products. These definitions include products that are environmentally preferable relative to comparable products that have less impact on the environment and are less harmful to human health, and products that meet the quality criteria of protecting the environment, such as by replacing artificial ingredients with natural ingredients. On the other hand, from the academic point of view, green products can be referred to as a product that does not cause pollution to the environment or resource depletion as well as being recyclable and conservable (Said et al., 1993) . Hence, green products can also be referred to as environmentally friendly products that have minimum impact on the environment, such as by using less toxic ingredients. These green products include those that are recyclable, degradable, have longer life, better quality, energy efficient, result in cost savings, and made of materials that can be recycled. Online websites like ecofriend.com.my and philips.com describe green products based on the 3R principle (reuse, reduce and recycle) or on its energy savings green products, respectively. In general, the definition of green product varies depending on the author's focus, whether it is on green or environmentally related literature in which they believe will help provide a better understanding of the issue. specific features and material used to justify the definitions of green products. From the list of technical characteristics of green products, Nimse et al. (2007) In terms of specific features, Mishra and Sharma (2010) suggested that green products can also be based on whether they are grown naturally, whether there is usage of natural ingredients, whether there is usage of approved chemicals, whether animal testing was carried out and whether the products do not pollute the environment. As for the materials used, Alsmadi (2007) stated that green products are those that use environmentally friendly materials, minimum energy and resource consumption and are subject to recycling; or as he defined them-these are products that do not cause any harm to the environment. Tan and Lau's (2010) view seem to run parallel with Alsmadi (2007) they also described green products as environmentally friendly products or an ecological product that incorporates recycling strategies (i.e. recycled content) using minimal packaging and less toxic materials to help mitigate the harmful effect to the natural environment.
From all the definitions and descriptions (whether technical or non-technical) given or found in the literature on green products earlier, the authors revealed various ways that were used to define green products. Accordingly, for the purpose of this study, it could be summarized that green product are products with specific characteristics that are environmentally friendly so that they do not cause any harm to the environment.
Definitions of Green Purchase Behaviour and Its Determinants
The review of past literature has identified quite a number of studies that focus on green purchase behaviour. Some of the studies were carried out in countries like the United States of America, United Kingdom, China, Egypt, Pakistan and Malaysia. However, similar to green products, it was quite difficult to find a unanimous definition of green purchase behaviour among researchers. Mostafa (2007) , for instance, defined green purchase behaviour as environmentally friendly buying behaviour or the consumption of products that benefits the environment, conservable, recyclable, responsive and sensitive to the concern of ecological matters. Chan (2001) defined it as environmentally friendly behaviour expressed by consumers in showing their interest towards the environment whereas Nik Abdul Rashid (2009) described it as the probability and willingness of individuals who give preference to products that contain features that are environmentally friendly when compared to the purchase of other traditional products.
There is a wealth of empirical evidence from studies conducted in developed and developing countries worldwide that suggest that green purchase behaviour is influenced by a number of factors like culture, value orientation, environmental concern, knowledge, attitude and demographic factors (e.g. age, gender, income level and so on). In addition, an integrated conceptual framework that covers a total of eight factors or aspects of green issues that are likely to have an impact on consumer green purchasing behaviour has also been proposed by Kauffman et al. (2012) . The eight factors include: environmental knowledge, altruism, environmental awareness, environmental concern and attitude, availability of product information and belief about product safety for use, perceived consumer effectiveness, collectivism and transparency and fairness concerning business practices. Kauffman et al. (2012) also proposed demographic variables such as age, gender, income level, education level, ethnicity and occupation as the mediator in this framework. In brief, the authors of this study concur with the proposed framework identified by Kauffman et al. (2012) , which has in fact been observed to cover most of the determinants of green purchase behaviour found by previous studies. The following section discusses the determining factors of green purchase behaviours. 
Value Orientation
The authors also identified that value orientation is a determinant that needs to be highlighted. Kim and Choi (2005) , who argued that collectivistic orientations can influence different social behaviour, proved through their study on Korean consumers, that collectivism (an individual level value orientation) is indeed very influential not only on an individual's intention to buy green products, but also on their motivation to be involved in environmentally conscious behaviour. In a similar vein, McCarthy and Shrum (2001) found that collectivism positively impacted on consumers' recycling and their recycling behaviour. According to these researchers, consumers with individualistic tendencies viewed recycling as less important but those who are collectivistic, have a higher tendency to cooperate, are willing to help others and stressed achieving group goals rather than personal goals (McCarthy & Shrum, 2001 ).
Response towards Environmental Wellness
The authors noted that previous studies on green purchase behaviour enlisted customers' response towards environmental wellness such as environmental concern, knowledge and attitude as the determinants of behaviour.
In Kim and Choi's (2005) study on Korean consumers found that, environmental concern is positively related to green purchase behaviour among consumers who have shown greater concern towards the environment. Whereas Mostafa's (2006) study on Egyptian consumers' green purchase intentions found that several factors describe the customers' response such as environmental knowledge, environmental concern, attitude towards green products, perceived consumer effectiveness, altruism and scepticism towards environmental claims-acted as the antecedents of intention. Mostafa (2007) in another study reported that, a great number of Egyptian consumers have showed more concern about the ecological situation and they are willing to contribute by buying green products. Similar to Mostafa's (2006 Mostafa's ( , 2007 findings in Pakistan, by Ali at al. (2011) revealed that green purchase attitude is positively correlated to consumers' green purchase intention and that the intention is positively correlated to their green purchase behaviour. In addition, Ali et al. (2011) highlighted that individuals who are concerned about the environment and believed pollution to be a problem will display a positive attitude towards a green environment. Moreover, these individuals will have a tendency for green product purchasing, and that they come from those who are educated (Ali et al., 2011) .
Demographics Profile of Consumers
A review on previous studies found that demographic factors have a significant effect on consumers' green purchase behaviour. In Kollmuss and Agyeman's (2002) study, demographic factors appeared to be one of the most influential factors in pro-environmental behaviour. Research reveals that age, gender, income level, education level and occupation are the demographic characteristic that significantly influences the consumers (cited from Kauffman et al., 2012) . In Malaysia, certain demographics have also been found to play an important role in regard of green purchase behaviour. Age, for example, is significant, as shown in Sinnappan and Abdul Rahman's (2011) study, where they found that the age group of 20 years and below (adolescence) played a more influential role compared to the other age groups (i.e. 20 to 25 years old, 26 to 30 years old, 31 to 35 years old, 36 to 40 years old and 40 years above) in green purchase behaviour. In another research which was conducted on undergraduate students from a major private university in Malaysia, Tan and Lau (2010) found no significant difference between male and female students' attitudes concerning green products. However, a study conducted in the Klang Valley, Malaysia, by Rezai, Mohamed and Shamsudin (2011) found that females are more likely to purchase green product such as organic food than males. Additionally, the assumption that those with a higher level of education will impact positively on green purchase behaviour is also shared overseas. For example, in Pakistan, Ali et al. (2000) followed by Ahmed and Shahzad's (2011) testified that consumers who are educated have a positive attitude regarding green products and are willing to buy green product(s).
Predictor of Green Product Purchasing in Malaysia
The review on the existing literature, indicated that the trend of green purchase behaviour of consumers is closely influenced by a few determining factors. While this is so, the question remains as to whether the same situation applies for consumers in Malaysia. The authors found a few studies that emphasised this issue and which may provide the answer. It is only when the authors scrutinized related studies on green purchase behaviour carried out in Malaysia, e.g. studies by Abdul Wahid, Rahbar and Tan (2011) of green product. For example, Ahmad and Juhdi (2010) identified green products as organic products like rice, grain or bakery products, organic fruits and vegetables, organic dairy products, as well as meat, poultry and eggs. In brief, the type of green product purchase varies among the previous studies. Table 1 shows a summary of research findings for green purchase behaviour in Malaysia. Vol. 11, No. 2; It is observed that the general trend among the consumers in Malaysia tend to be different based on the different geographical location, for instance in Peninsula Malaysia and Sabah. In Peninsula Malaysia, consumers' demographics profile (i.e. age) seems to play an important role. Sinnappan and Abdul Rahman's (2011) study examined the antecedents of green purchase behaviour and observed whether the factors influencing green purchase behaviour will be different based on consumers' demographic profile, such as age group, education level, ethnic group, type of occupation and income level. The empirical findings revealed that among the antecedents, environmental attitudes stand out as one of the most sought after factor for green purchasing behaviour. Other predictors include perceived environmental responsibility, environmental concern, perceived seriousness of environmental problems, perceived effectiveness of environmental behaviour and the government's role (Sinnappan & Rahman, 2011) . Moreover, it is proven that age is significant in explaining the environmental factors (Sinnappan & Rahman, 2011) . In this study, questionnaires were distributed within Peninsular Malaysia. A total of 204 usable questionnaires were used for data analysis. Respondents were consumers from various age groups, educational levels, ethnic groups, types of occupation and income levels. Only age group was found to be significant in explaining the environmental factors. The computed mean showed that respondents who were less than 20 years old considered the factors to be highly important to them compared to adults. The younger generation, who are adolescents, were found to portray stronger perceptions concerning environmental factors compared to adults, which indicates that this adolescent group is the green market to be penetrated in the future.
Another studies by Ooi, Kwek and Keoy (2012) and Ooi, Kwek and Tan (2012) found that environmental knowledge, environmental attitude, peer pressure and government initiative showed a significant influence on the green purchase intention of Malaysian consumers although surprisingly, eco-labels did not indicate any significant relationship to the green purchase intention of Malaysian consumers. The study of Ooi, Kwek and Keoy (2012) was carried out on respondents who were Malaysian green products users. A total of 230 usable questionnaires were used and analysed for statistical tests.
There are also some empirical findings from a research conducted in Penang, for example among the Penang green volunteers, students at Universiti Sains Malaysia, who could also be categorised as Generation Y. Among the Penang green volunteers, Abdul Wahid et al. (2011) found that the practice of green purchase behaviour amongst them is still low, although these volunteers seemed to show a satisfactory level of environmental knowledge except concerning the knowledge related to the issue of waste. Interestingly, however, is the discovery of six significant factors that affected the respondents' green purchase behaviour-social influence, environmental concern, green product knowledge, specific environmental knowledge, environmental label and income level. In this study, 300 questionnaires were distributed to volunteers in Penang who participated in environmentally related activities regardless of whether they were attached to any organization or not. Their respondents' profile showed that the majority of the sample respondents were comprised of 21-40 year olds (77%), female gender (61%), Chinese ethnicity (78%), single/not married individuals (50.5%), individuals with high education background, i.e. at least Bachelor degree and above (80%), and individuals with a monthly gross personal income between RM1501 and RM4500 (48%) (Note 1).
Meanwhile, a number of unpublished theses by postgraduate students, which also carried out research similar to the green purchase behaviour, were identified and analysed. For example, an unpublished MBA thesis by Tan (2010) concerning the influence of the green purchase behaviour of environmentally related volunteers in Penang, found that social influence, environmental concern, green product knowledge and specific environmental knowledge (i.e. two of the dimensions in environmental knowledge), environmental label and income level would significantly affect the green purchase behaviour of the green volunteers.
Among the Generation 'Y', Wong (2010) carried out a study to examine the factors affecting Malaysian generation Y' green brand perception and purchase decision. In her research, she attempted to determine factors that have a significant effect on the perception of green brand under the influence of premium price, simple green message setting, excessive green message setting, consistency between green brand personality and firm's green principles and subject's environmental consciousness. She also intended to investigate the role of moderating factors, such as gender and educational level on the influence of the relationship between five independent variables and green brand perception. Consecutively, she attempted to study the relationship between green brand perception and purchase decision. This research adopted a quantitative approach in which the questionnaires were distributed and collected among a sample of 256 respondents. Her study results showed that premium price, simple green message setting and subject's environmental consciousness were significantly related to green brand perception. Nevertheless, gender and educational level were not found to have a significant moderating effect on independent variables and green brand perception. However, green brand www.ccsenet.org/ass Asian Social Science Vol. 11, No. 2; perception was found to be significantly related to purchase decision.
Among the students, Alodini (2008) investigated factors that influence students in paying more for environmentally friendly products. This study was carried out among 342 students in Universiti Sains Malaysia, showed that consumers' attitude and behaviour were the most consistent factors predicting willingness to pay more for green products. The research finding also showed that the segment of consumers who were willing to pay extra for green products was more likely to be married. Another finding showed that local students show more willingness to pay for environmentally friendly products compared to international students.
On the other hand, in Sabah, scholars confirmed two major empirical findings; the first is that consumer attitude is one of the consistent explanatory predictors for willingness to pay for green products among the consumers in Kota Kinabalu, Sabah. The second finding by Tsen et al. (2006) confirmed the existence of a significant relationship between the collectivism value and willingness to pay for green products among the consumers in Kota Kinabalu, Sabah. In this study, 300 questionnaires were distributed to consumers around Kota Kinabalu; 250 questionnaires were returned. The majority of the respondents were aged between 21-30 years (61.7%), female (68.5%), still single (6.2%), with bachelor degree (50%) and currently had 4 to 6 people living with them. Their research confirmed two major empirical findings; the first is that consumer attitude is one of the consistent explanatory predictors for willingness to pay for green products among the consumers in Kota Kinabalu, Sabah. To be specific, Tsen et al.'s (2006) study confirmed that all four dimensions of consumer environmental attitude, except for level of responsibility of corporations, had a positive relationship with consumer's willingness to pay for environmentally friendly products. Consumer environmental attitudes were measured in four dimensions: i) understanding of the severity of environmental problems, ii) importance of being environmentally friendly, iii) level of responsibility of corporations, and iv) inconvenience of being environmentally friendly. The second finding by Tsen et al. (2006) confirmed the existence of a significant relationship between the collectivism value and willingness to pay for green products among the consumers in Kota Kinabalu, Sabah. Here, collectivism was categorized as one of the sub variables in consumer value. Similar results have also been identified from other empirical past findings, such as by Follows and Jobber (2000) , and Laroche et al. (2001) .
Conclusion
In conclusion, this chapter has provided an insight into the trend of green purchase behaviour of Malaysian consumers. Based on the review of both global and local studies that have been published in the literature, the overall trend of green purchase behaviour was observed to be triggered by several factors, such as culture, value orientation, environmental concerns, knowledge, attitude and demography. Although this is so, it is believed that there are differences between countries in the determining factors for green purchase behaviour when cultural and economic conditions are taken into the context of the study. In Malaysia, while the behaviour is observed to be still low, the trend shows that for those who adopted it like those who are married and those who believe in the value of collectivism, pricing did not seem to be a concern for them to make a purchase. Additionally, the authors believed that the ability to observe the green purchase behaviour trend is useful, particularly for marketers and businesses that are selling or intending to sell green products in Malaysia. It is believed that the insights provided in this chapter will indirectly encourage more research on this topic to be carried out, particularly for the emerging markets, like Malaysia, and also other South East Asian countries.
